the cornerstone of the strategy of leaf, and the source of future income (Aaker & Joachimsthaler, 2012) . For the company, the brand can become more valuable, because it can use it to build a consumer confidence base in determining the choice of a product (Kapferer, 2012) . No matter how good a product is, if the consumer has never heard it and is not convinced that it will be of use to them, they will never buy it. So that the brand of a product widely known by the consumer then it is necessary if the seller to do other marketing activities of promotion. Promotion is a flow of information or one-way persuasion made to direct a person or organization to actions that create exchanges in marketing (Hartley & Claycomb, 2013) . Such marketing exchange can be realized if there is a product offered; the product can be traded through the distribution process. The behaviour of farmers in the island province of Bangka Belitung on the purchase of fertilizer tends to believe that the brand of fertilizer used by his ancestors is better than trying another brand of fertilizer. Armstrong et al., (2015) , implicitly states that distribution is a marketing activity that seeks to smoothen and facilitate the delivery of goods and services from producers to consumers so that its use in accordance with the required (type, amount, price, place, and when needed). This distribution role is very important for white pepper farmers in the Bangka Belitung Islands Province. Without a good distribution, will lead to a decrease in production, due to fertilizer delays. The geographic condition of the Bangka Belitung Islands Province which is an archipelago area and has no chemical fertilizer company makes the distribution process very vital. Distribution of chemical fertilizers conducted by fertilizer companies outside the province of Bangka Belitung Islands, such as Pusri, Petrokimia, Yaramila, etc.
The results of previous research that support is research conducted by Bian & Moutinho (2011); Nigam, & Kaushi (2011); Wang & Yang (2010) ; ; Shah et al., (2012) ; ; Prendergast et al., (2010) , which states the existence of a significant positive influence between brand image, promotion and distribution variables on consumer purchasing decisions. Based on the description above shows that brand image, promotion and distribution is an important factor in determining consumer purchasing decisions. Therefore, the authors are interested to do research about the influence of brand image, promotion, and distribution on purchasing decision chemical fertilizer by white pepper farmers in the province of Bangka Belitung islands, Indonesia.
The hypothesis in this research is as follows: H1: Brand Image has a positive and significant influence on purchase decision. H2: Promotion has a positive and significant influence on decision purchase. H3: Distribution has a positive and significant influence on purchase decision. H4: Brand Image, Promotion, and Distribution together have positive and significant influence on purchase decision.
METHODS OF RESEARCH
This study uses a quantitative approach. According to Babbie (2010) , quantitative methods emphasize objective measurements and the statistical, mathematical, or numerical analysis of data collected through polls, questionnaires, and surveys, or by manipulating preexisting statistical data using computational techniques. Quantitative research focuses on gathering numerical data and generalizing it across groups of people or explaining a particular phenomenon (Mujis, 2010) . Data collection through research instruments in the form of questionnaires, data analysis is statistical or quantitative aims to test the hypothesis. Interview method is also conducted by researchers to find out the chemical fertilizer brand that the farmers are interested in cultivating white pepper plant. The place of this research was conducted in Bangka Belitung Province, Indonesia. Bangka Belitung Province is famous as one of the world's white pepper commodities producer named Muntok White Pepper (International Pepper Community).
The number of samples determined by the researchers is 100 white pepper farmers spread in South Bangka Regency. The number of samples to be used in this study is determined by using quota sampling technique. Quota sampling method is a non-probability sampling, and it can be defined as a sampling method of gathering representative data from a group (Saunders, Lewis, & Thornhill, A, 2012) . Application of quota sampling ensures that sample group represents particular characteristics of the population chosen by the researcher (Saunders, Lewis, & Thornhill, 2012) .
Analytical tool used in this research is descriptive statistic analysis and logistic regression analysis (logistic regression) using the SPSS application version 25. The SPSS application is easy to use and useful in processing quantitative data (Kusumah, 2018) . Descriptive statistics are statistics that serve to describe or gives an overview of the object under study through sample data or population as it is, without doing any data analysis makes that conclusion applies to the public (Sugiyono, 2016) . Meanwhile, the reason for the use of logistic regression is that the dependent variable is dichotomous (performs a hub and does not make a change hood). Ghozali (2016) states that the logistic regression method is similar to the discriminant analysis. This analysis wants to test whether the profitability of dependent variables can be predicted with independent variables. According to Ghozali (2016) , the use of regression method does not require the assumption of normality on the independent variables. Normal multivariate distribution assumptions cannot be met because the independent variables are a mixture of continuous (metric) and categorical (non-metric). In this case, can be analyzed by logistic regression (logistic regression) because it is not a necessary assumption of data normality on the independent variable. Stages of testing by using logistic regression test (logistic regression) can be explained as follows:
Testing Research Hypotheses. Estimated parameters using Maximum Likelihood Estimation (MLE):
The null hypothesis states that the independent variable has no effect on the response variable (in the population). Hypothesis testing is done by using α = 5%. The rules of decision-making are: a) If the probability value (sig.) <α = 5% then the alternative hypothesis is supported. b) If the probability value (sig.)> α = 5% then the alternative hypothesis is not supported.
Model Fit: The first step is to assess the overall fit model of the data. Some statistical tests are given to assess this. The hypothesis for assessing the fit model is:
H 0 : The hypothesized fit model with the data H 1 : The hypothesized model is not fit with the data From this hypothesis, it is clear that we will not reject the null hypothesis to fit the model with the data. The statistics used are based on the likelihood function. The Likelihood L of the model is the probability that the hypothesized model represents the input data. To test the null and alternative hypothesis, L is transformed to -2LogL. A decrease in likelihood (-2LL) indicates a better regression model or in other words a hypothesized fit model with data.
The coefficient of Determination (Nagelkerke R Square): Cox and Snell's R Square are measured attempting to replicate the 2R size in multiple regression based on likelihood estimation techniques with a maximum value of less than 1 (one) making it difficult to interpret. Nagelkerke's R square is a modification of Cox and Snell coefficients to ensure that its value varies from 0 (zero) to 1 (one). That is done by dividing the Cox and Snell's R Square values with their maximum values. Nagelkerke's R Square values can be interpreted as R Square values in multiple regression. A small value means the ability of independent variables to explain the variation of the dependent variable is insufficient. A value close to one means independent variables provide almost all the information needed to predict the variability of a dependent variable.
Testing the Regression Model Eligibility:
The feasibility of the regression model was assessed using Hosmer Based on the data above, compound fertilizer which is often (39%), Wayang (22%), Petrokimia (2%), and Sato Kali (1%).
Based on observations of in South Bangka Regency. In of white pepper farmers in the Wayang white pepper farmers as fertilizer that must be used in the cultivation of white pepper. According to the testimony of the farmers, the nature of the fertilizer is more quickly absorbed by white pepper plant. While the other popular compound fertilizer among farmers is a compound fertilizer branded Wayang. The fertilizer, according to white pepper farmers, has a better quality compared to Yaramila-branded compound fertilizer for white pepper, but the price is higher than the Yaramila-branded compound fertilizer. Compound fertilizer branded Petrokimia Gresik or known as Phonska is an alternative option of white pepper farmers in South Bangka Regency, because the fertilizer is a government subsidy fertilizer with a balanced element. The white pepper farmers choose the fertilizer subsidy because the price is relatively lower than the compound fertilizer above. Phonska compound fertilizer is relatively cheaper because of government subsidies, but the amount of compound fertilizer available is not enough to meet the needs of white pepper farmers in South Bangka Regency.
Parameter Estimation and Interpretation (Hypothesis): Based on table 1 above shows that the coefficient of Brand Image (BI) variable is significant, Promotion (P) is not significant and Distribution (D) is significant. That shows the results of hypothesis testing can be explained as follows: a). Brand Image (BI) variable has positive regression coefficient value of 1,388 with significant value level of 0.045 < α = 0.05 (significantly smaller than 0.05) then Brand Image (BI) variable is significant, so hypothesis 1 is accepted. b). Promotion (P) has a positive regression coefficient value of 0.248 with a significant value level of 0.759 > α = 0.05 (significantly greater than 0.05) then the Promotion (P) variable is insignificant, so hypothesis 2 is rejected. c). Variable Distribution (D) has a positive regression coefficient value of 1.975 with a significant value level of 0.021 < α = 0.05 (significantly smaller than 0.05) then the Distribution (D) variable is significant, so hypothesis 3 is accepted.
Model Total Test (Overall Model Fit):
This test is performed to assess the model that is hypothesized to fit the data or not. Testing is done by comparing the value between -2 log likelihood at the beginning with the value computed. Thus the decrease in log likelihood shows a better regression model, as shown in the following table: Based on the calculation of this analysis yield -2log likelihood value of 116.652 seen in iteration history at step 0 (block number = 0). The calculation result of likelihood -2log value in the second block (block number = 1) or at step 1 it shows that -2log likelihood equal to 77.557. That indicates a decrease in the likelihood -2log value in the second block (block number = 1) because at the value of -2log likelihood block number 0 > value -2log likelihood block number 1 (116.652 -77.557). The overall assessment of the regression model uses the likelihood -2log value where if there is a decrease in the second block than the first block it can be concluded that the second regression model is better. The decrease in the value of log-2 likelihood block number 0 -value -2log likelihood block number 1 (116.652 -77.557) is 39.095 with a significance level of 0.000 based on the analysis of omnibus tests of model coefficients, so it shows that the model has hypothesized accordingly (fit model) with data. For more can be explained as shown in the following table: The results of the test table above show the value of chi-square of 39,095 with a significant level of less than 0.05 (0.000). So that independent variable of Brand Image, Promotion, and Distribution are said to have a simultaneous influence on the dependent variable Purchase Decision (hypothesis 4 is accepted).
Determination Coefficient Test (Nagelkerke R Square):
Testing the coefficient of determination on logistic regression is done by using Nigelkerke's R Square. The purpose of the summary model is to find out how large combinations of independent variables can explain variations of dependent variables, as shown in the following table: The value of Nagelkerke R Square of 0.470 shows the variability of Purchase Decision is explained by Brand Image, Promotion, and Distribution variables, by 47%, the remaining 53% is explained by other variables outside the research model.
Feasibility Test of the Regression Model (Goodness of Fit Test):
The feasibility of the regression model is determined based on the value of Hosmer & Lemeshow's goodness of fit test. Testing goodness of fittest is measured by Chi-square value at the bottom of Hosmer and Lemeshow test. The following is the result of identification of classification prediction in the following table: Test results in the above table show the value of chi-square of 1.039 with a significant value of 0.792. From these results it can be seen that significant value > α = 0.05 (significant above 0.05) means that the decision taken is accepted, there is no difference between the classification predicted by the observed classification. It shows that the model can predict the observed value or the model is acceptable because it matches the observation data so that the model is suitable (fit model) and can be used for further analysis.
Logistic Regression Model:
Logistic regression model in this research is to test the influence of Brand Image (BI), Promotion (P), and Distribution (D) toward Purchase Decision (PD). To see the significant results of each coefficient in this logistic regression, we use an equation model that includes all the independent variables shown in the following table: (Pulizzi, 2014) . If consumers do not have experience with a product, they tend to trust a brand that is popular or famous (Sheth & Sisodia, 2015) . A brand that has a positive or favoured image is considered to reduce the risk of purchase (Keller & Kotler, 2016) . That is why consumers often use the brand image of a product as a reference in making a purchase decision.
The result of the second hypothesis test shows that Promotion variable has the significance level of 0.759 > α = 0.05 (5%), then Promotion variable does not influence Purchase Decision. The reason is the lack of promotion by the chemical fertilizer company. Promotions by the chemical fertilizer company that exists today only rely on word of mouth from the existing distributor of fertilizer in South Bangka Regency without any other promotion. Promotions like this make purchasing decisions on the part of white pepper farmers to be uncertain.
The result of the third hypothesis testing shows that the Distribution variable has a significance level of 0.004 < α = 0.05 (5%), then the Distribution variable has an influence on the Purchase Decision. The reason is the distribution of chemical fertilizers in South Bangka Regency is sufficient; it can be seen from the observations of researchers who see that chemical fertilizers are available in large farm shops to retail shops located in every village in South Bangka Regency. The distribution channel is a result of the synergy that builds between the company's capabilities and the company's resources and expertise that is rooted in the concept of product marketing success. Intensive distribution suppresses the length of time customers find stores, providing a convenient place to make purchases and make it easier to get product-related services . As the intensity of distribution increases, customers have time and place to know the value of a product (Kotler & Kotler, 2012) . The increased value of the product, most of it is contributed to the reduction in the sacrifices that customers make to obtain the product (Chattopadhyay et al., 2012) . Such value increases will increase the likelihood of customers making a purchase decision.
CONCLUSION AND SUGGESTIONS
This research was conducted to observe the influence of Brand Image, Promotion, and Distribution on Purchasing Decision of chemical compound fertilizer of white pepper farmers in South Bangka Regency, Bangka Belitung Islands Province, Indonesia. Based on the results of the analysis can be summarized as follows: 1). Brand Image partially influence the Purchase Decision with a significance level of 0.045 < 0.05. Therefore, the first hypothesis is accepted. 2) Promotion has no partial effect on Purchase Decision with significance level of 0.759 > 0.05. Therefore the second hypothesis is rejected. 3). Distribution partially influence the Purchase Decision with a significance level of 0.021 < 0.05. Hence the third hypothesis is accepted. 4). Brand Image, Promotion, and Distribution have an effect simultaneously on Purchase Decision with significance level 0.000. Therefore, the fourth hypothesis is accepted.
Based on the limitations and weaknesses that exist in this study, it can be suggested some suggestions that can be considered for further research, namely: 1) The next object of research not only use the white pepper farmers but also can increase the other commodity as well as with the number of more samples so that the research can be more generalized. 2) Researchers further suggested adding another variable that is suspected to influence the purchase decision.
